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Abstract 
The first small and medium enterprises emerged in Romania in the early 1990s, having retail trade as their main business field. In 
time the situation evolved by the increase of the numbers of SMEs and by the business field diversification. The number of SMEs 
in Romania reported to the number of inhabitants is below the EU average. The objective of this paper is to identify the degree of 
implementation of the Marketing function in small and medium enterprises, in the western area of Romania, in order to identify 
solutions to improve the economic performance. By conducting an empirical research, the paper brings an insight into the 
economic reality in the western area of Romania. 
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1. Introduction  
Within the European Union's country members, SMEs play an essential role in the economic life, having special 
features that make the process of adaptation to the knowledge based economy easier. In a knowledge based economy 
context, SMEs have significant impact on the economic growth of the Romanian economy. As education and human 
resources development tend to become a future economy privilege in developed countries, natural resources are 
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limited and production is still to be transferred to lower cost countries  –  knowledge is becoming a major resource. 
(Popescu et al., 2011) 
Small firms are not just scaled down versions of the large ones. They go about their business in a number of 
fundamentally different ways.(Lobontiu, 2014). Over time, many specialists in the field have identified differences 
between the behavior of small and big businesses, differences that manifest in a range of characteristics. (Bridge et 
al., 1998). 
In most cases the SMEs are owner-managed. The owner-manager tends to be all-powerful, being more inclined to 
listen to his or her own inclinations, and to rely on his or her personal experience. The owner-managers put a great 
emphasis on two functional areas: Production and Sales, these two functional areas being personally managed by a 
large amount of the entrepreneurs questioned. (Lobontiu, 2014) 
In Romania there are 21.3 small and medium enterprises to one thousand inhabitants, the EU average being 42.7 
firms per thousand inhabitants. The highest densities in the EU are registered in the Czech Republic, Portugal, Malta 
and Slovakia. (Fig. 1.) 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
Fig. 1. The number ofSmall and Medium Enterprises per 1000 inhabitants 
Romania has more SMEs in the manufacturing field and their share exceeded the average for the EU 28, 
respectively accounting for 11.9% compared to the average of 9.6% in the EU. The trade remains predominant for 
SMEs in Romania, with a share of almost 40% of all firms, while in the EU the average is 28%. 
(http://ec.europa.eu/eurostat/statistics-explained/index.php/Unemployment_statistics#Main_tables) 
Small and Medium Enterprises are the basis of the economic and social development of many countries. 
Unfortunately the contribution to the development of Romania, of small and medium enterprises is quite low. This is 
largely due to the following reasons: 
x The market economy is young, only 25 years; 
x The lack of  managerial culture of  many entrepreneurs; 
x Difficult access to financial resources (in particular grant funds); 
x The legislation fluctuates and sometimes it is difficult to apply. 
In the contemporary society, the importance of marketing is essential for the survival of companies, considering 
the fact that these operate in a competitive environment. The marketing department of an enterprise should be 
involved in conducting a preliminary study of the market, the product definition, in the realization of further market 
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research, in setting of sales goals, in designing the marketing strategy of the company and in drawing up the 
marketing plan of the company's business plan. 
According to data from the European Commission, through the Small Business Act for Europe - SBA, the 
percentage of SMEs that introduced marketing or organizational innovations in the year 2013 in Romania was 
25.54%, and the average in the EU was 40.3%. (http://ec.europa.eu/growth/smes/business-friendly-
environment/small-business-act/index_en.htm) 
Romanian SMEs face the adoption of a marketing performance measurement process. One such challenge is 
what makes the difference between small organizations and large organizations: the possibility to allocate dedicated 
resources to the measurement process, meaning people, time and tools. Also, challenges related to data - whether it 
is the access to the data or the reliability and accuracy of the data - and to internal collaboration (how the other 
organizational actors support the measurement process) emerged. (Mone et. al., 2013) 
In order to identify the degree of implementation of the MARKETING FUNCTION in small and medium 
enterprises, in the west of Romania, it was necessary to perform a market study. 
2. The research methodology 
Considering the statistical data presented above, a market study was conducted on the implementation of 
marketing function in small and medium enterprises, in the western part of Romania. 
To achieve the market study on the performance of the marketing function in small and medium enterprises in 
Romania, the investigation was used as a method of research and the questionnaire as a research tool. The 
questionnaire contains 19 questions (15 closed and 4 open) and was applied to a sample of 50 subjects of small and 
medium enterprises, in Timisoara and Oradea. 
In establishing the sample, the authors used guided sampling method based on accessibility, choosing those 
members of the statistical population from which they could easily get the information. 
In determining the sample, an error of ± 5% (threshold error almost universally accepted by experts in marketing) 
is accepted. 
The research methodology is presented in Fig. 2.The research conducted was a quantitative one. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2. The research methodology 
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3. Results of the study 
In the first part of the questionnaire there are introductory questions that concern: 
x The number of employees. Following the survey it was found that 46.6% of the surveyed companies are micro 
enterprises, 33.3% are small enterprises, while 20.1% are medium-sized enterprises, as shown in Fig. 3 (a). 
x The age of the company.46.6% of analyzed companies have an age of up to 5 years, Fig. 3(b).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 3. (a) The number of employees; (b) The age of the company 
x The field of activity. 44% of the companies included in the survey have as field of activity provision of services, 
33% come from the area of industrial production and 23% in trade activities. (Fig. 4.)  
 
 
 
 
 
 
 
 
 
Fig.4. The field of activity 
In the second part of the questionnaire questions regarding the performance of the marketing function in small 
and medium enterprises in western Romania were included. After the application of the questionnaire on the sample 
of 50 subjects the following results were obtained: 
x 40% of SMEs surveyed exercise the function of marketing; 60% of companies included in the study do not have 
a marketing department. Out of the 40% of companies that have included a marketing department in the 
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organizational structure, only 10% implemented it from the outset, and 30% have implemented it over time (Fig. 
5). Some companies that have not implement a marketing department collaborate with consulting firms, when the 
situation requires e.g.: launching a new product, the implementation of promotional campaigns. 
 
 
 
 
 
 
 
 
Fig. 5. Time of implementation the marketing department in SMEs 
x As a result of the survey, it appears that for most companies surveyed (over 90%), the marketing function is 
important for enterprises because it helps maintain and expand their market (Fig. 6). 
 
 
 
 
 
 
 
 
Fig. 6. The degree of importance of the marketing function 
x According to the study, 70% of subjects did not cooperate with companies specialized in the marketing field, 
either because they have their own marketing department, or they consider it to be unnecessary.  
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 7. Specific marketing activities implemented bySMEs 
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x The companies surveyed chose to implement only certain specific marketing activities, according to Figure 7. 
x 70% of SMEs surveyed, choose to promote themselves in the virtual environment. Most of the times these 
companies have limited themselves to setting up a website. 
x The expected results of the companies surveyed following the implementation of a marketing department or the 
collaboration with a consulting firm are: - they increased their profits and turnover; they conclude a greater 
number of contracts with various customers and expand their market share, Fig. 8. 
 
 
 
 
 
 
 
 
 
 
 
Fig.8. Expected results after implementing the marketing function 
The last part of the questionnaire contains questions regarding the identification of the subjects participating in 
the study: 
x 60% of the respondents are employed in leadership positions in the analyzed companies; 
x 70% of the investigated subjects have graduated university with a degree in various fields. 
4. Conclusion 
The market survey conducted on a sample of 50 subjects (companies) operating in different sectors (services, 
manufacturing, trade) highlights the importance of the marketing function in small and medium enterprises. The 
completion of the market survey revealed the following conclusions: 
x Over 50% of the analyzed companies cooperate with specialized companies or have a marketing department 
implemented in the enterprise, which means that marketing is an important support for an enterprise in order for 
it to survive, to grow and to face the strong competition of the market. 
x More than 50% is held by medium-sized companies that have chosen to work with specialized firms or have a 
marketing department, which is why we can see a development and a steady maintenance on the market in 
relation to competition, in contrast with small companies, who choose marketing based more on promoting on the 
Internet or other means, without its own marketing department, or collaboration with specialized companies. 
x Microenterprises do not consider marketing activities important and act on the market based on instinct and 
circumstances; 
x Most managers do not designate a person in charge and do not allocate a budget for marketing activities. 
 
 Following the survey, the importance of the marketing department in small and medium enterprises is highlighted 
and some solutions that should be implemented emerge: 
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x In-company decisions must be based on the following assumptions: the company must always be oriented 
towards customers and the market. All activities and personnel must be channeled towards satisfying the 
demands of current and potential customers. If the firm does not take these requirements into account, it will 
suffer both on short term but especially on medium and long term; inside the firm, strategies, tactics and concrete 
instruments by means of which the global marketing policy is achieved, must be coordinated so that it represents 
a whole. The team of specialists who work in the marketing department of the company will be coordinated by a 
person who will be in charge of the actions carried out. A final premise that we consider absolutely necessary in 
company decision making is represented by the good knowledge of the firm's clients, of the demands, needs and 
preferences, so that the company's responses should meet their requirements. 
x The company operates in a complex and dynamic environment. To be able to adapt to its external 
environment as well as possible, the company must know it and quantify it very precisely. Organizing the 
marketing activities of the company will start from this necessity. The analysis of the external environment is a 
complex activity, and from the point of view of organizing marketing activities, the following aspects, in 
particular are of special interest: detailed knowledge of the markets in which the company conducts business 
(supply markets or sales markets) in terms of their components: demand, offers, prices, intermediaries, 
information etc. addressing all issues in terms of marketing orientation; understanding the differences between 
sales and marketing both in theory and in practice. 
x Introducing the concept of marketing into the firm's business philosophy requires taking into consideration 
three elements with convergent interests: the society as a whole, the individual consumer and the company. 
x Through marketing, the product offer of the company must correspond with consumer expectations and needs.  
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